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The corporations that wish to create a successful web site and to perform their public relations activities on virtual environment, 
need to develop a system that can enable them to use the knowledge flow between the target audience and the corporation, 
the interaction among them and the knowledge inside and outside of the corporation effectively. For this purpose, a knowledge 
management system needs to direct the three important phases which are: knowledge sharing between the corporations and 
the target audience on web environment, knowledge acquisition and dissemination of the knowledge, in an interactive way. 
Implementation of an knowledge management process that includes aforementioned three phases will both enable the 
corporation to be in an interaction with the target audience and to obtain fast feedback. For this purpose, this study will examine 
the virtual public relations activities, that are implemented via their corporate web site, of first 20 companies who are chosen as 
Turkey’s most popular companies of 2012, by using content analysis, with regard to knowledge management process. So that, 
in order for the corporations to be distinguished from their competitors by gaining awareness before their target audience and 
to gain effective results in public relations activities, an establishment of a guide for the management of continuous knowledge 
flow that is generated inside and outside of the corporation, is aimed.   
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1. Introduction  
 
With the internet usage, which is indispensable in today’s communication, becoming widespread in every field, public 
relations operators found the opportunity to interact with their target audiences on face to face basis (Jo and Jung, 2005: 
25). One of the most efficient tools that enable this kind of communication between the corporations and target audience 
are the corporate  web sites which enable the virtual presentations and are defined as the media of the new age. In this 
intense competitive environment, corporations having a web site, is as natural as them having a telephone number. For 
this reason, it is clear that establishment of a web site is necessary and important for the corporations (Er, 2008: 88).   
One of the most important mediums of the intense communication efforts that are performed on corporate level are 
the web sites (Alan and Sungur, 2007: 131). Corporate web sites, which are also identified as corporations’ windows to 
the outside world, communicate to the target audience about the identity of the company, its history, the mission, vision, 
goal and purpose of the corporation, about the products/services offered, contact information of the corporation, the sale 
of products/services online and even have the structure to provide after sale services (Yeygel, 2005: 79). In other words, 
when the structure of the corporate web sites that offer different opportunities in one place, is analysed, it can be seen 
that promotional knowledge is presented. Due to these characteristics, web sites, for many corporations, carry the 
importance of a brochure and the web sites are seen as an promotion tool for the corporation. However, since there are 
no limits on Internet in terms of promotional opportunities, it is desired to take advantage of this interactive environment 
which can communicate with target audiences in effective and productive ways. In this regard, the ability for the 
corporations to use this knowledge flows with regard to knowledge that is within the corporation or outside of the 
corporation, interactions among the target audience, holds a critical importance in terms of success of public relations 
activity. Therefore, it is a fact that the corporations need a knowledge management system in order to accomplish these 
on a web environment.  
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In this study, by emphasizing the importance of knowledge management process in the establishment of corporate 
web sites to be used as a public relations tool, the virtual public relations activities of the most popular 20 companies of 
2012 in Turkey will be analysed by using content analysis in terms of three phases of knowledge management process.  
 
2. Corporate Web Sites as Public Relations Tools  
 
Public relations is one of the fields of occupation that is growing increasingly popular.  Public relations, which expresses 
the process of influencing the public opinion and being influenced by it, is the sum of the efforts that a corporation 
employs in order to become integrated with the society. However, the public, which every corporation interacts with, offer 
differences. For instance, for a government, public is every individual that reside in a country; for an institution they are its 
own members; for a sports club, they are its fans and for a company, public is all individuals and institutions that are 
within the organization and those who are outside of the organization, but have a link with the organization itself 
(Sabuncuo÷lu, 1998:4). 
The most basic function of the public relations is to establish a contact and to manage the communication between 
the corporations and the target audience. Whether it is informing the public or the need of connection with the managers, 
mutual dialogue, influencing individuals, being influenced by them, in other words, two-way communication and feedback 
constitute the essentials of public relations (Canöz, 2008: 358). Even the medium and tools which are used for this 
reason in public relations emerge to be intended for the needs of different times, emergence of the Internet necessitated 
another train of thought in public relations and to rearrange the conventional public relations techniques. For this reason, 
Internet not only brought a radical change to the practice of public relations, but also enabled the testing and evaluation of 
old and new theoretical structures.   
With the Internet being used in daily life, first Web 1.0 era, which has developed in 1989 by Tim Berners-Lee, had 
started, followed by the Web 2.0 era (interactive web), introduced by O’Reilly Media in 2004. The Web 1.0, which 
included only content host and content reader, was comprised of Internet sites which seem very visceral when compared 
to web sites of today. In this era when the users were in the position of data receiver, there was an unilateral 
communication between the web sites and the users and the content of the web sites could only be controlled by the web 
hosts. There were no interaction between the users and the web sites in Web 1.0 era and the inefficient technical 
substructure of Web 1.0 era sites led to the birth of more user-friendly Web 2.0. In a sense, this is a mutation in design 
and software technologies of the Internet world (Özkaya, 2012:357).  
Internet, which is one of the most important building blocks of communication revolution and its usage technology 
Web 2.0, are not only mass mediums that can spread the knowledge and contribute without an intercessor, but also a 
natural medium which they can monitor the target audience and the chats that they contribute and gain feedbacks. 
(Özkaya, 2012: 358). And gaining feedback is the most appropriate starting point of two-way communication that can be 
established between corporations and target audiences.  
The Internet and the web are important tools for public relations when appropriately planned to be used in the field 
of promotion. The messages which the corporations dispatch from different communication channels are collected at one 
address in the Internet medium. The web is a new communication tool in which millions of voices interact with each other 
in the multimedia communication environment. It is a powerful communication tool for the public relations experts and can 
be dangerous for the corporations. When used correctly, the web medium can be the most effective communication tool 
for the purpose of establishing a relationship between the corporation and the target audience and it involves all kinds of 
communication types, such as text, voice, graphic, photo, animation, music or video. Most importantly, web enables an 
establishment of information personalization and interactive communication for the large masses like never before. In the 
context of information technologies, all kinds of web based communication, such as e-mail, chat rooms, can be used to 
communicate effectively with employees, partners and volunteers (SayÕmer, 2008: 71).  
Web sites are one of the most frequently used and most effective tools that serve to make connections and to 
maintain these with corporations (Taú ve Kestellio÷lu, 2011: 12). For the corporations which need to shape their past and 
their future, a web site is one of the most crucial communication mediums. As a beneficial public relations tool, the web 
sites of corporations help to increase the awareness and understanding of the target audience in terms of corporations, 
product and services. More importantly, when its potential to improve the mutual communication is considered, it 
undertakes an important role in terms of communication management and even, knowledge management (Güçdemir, 
2010: 61). 
Corporations are able to convey all of their public relations activities to their target audiences with the presentations 
on their web sites. As corporations’ most effective public relations tools, the web sites, with their interactive features that 
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enable two-way communication, are deemed as one of the most important indicators of institutionalization. 
 
2.1 Establishment of Corporate Web Sites  
 
The Internet and the web sites, without a doubt, provide endless possibilities for corporations. In this context, 
establishment of a web page means prestige, confidence and new customers for a corporation (ùencan, 2013: 105). Until 
today, the purpose of most of the corporations that has created a web site is to have a place in cyber space, to 
communicate with the target audience, to promote the business, to reach to the target audience swiftly and securely, to 
make sales online, to reduce their customer service and advertisement costs, to improve the communication with 
employees, to enter international markets, to reinforce corporate identity and corporate image (Okay and Canpolat, 2006: 
448). In a study, made by Fortune magazine to determine the utilization purposes of the web sites of first 500 companies, 
it has been determined that many companies use their web sites to establish an internal communication and corporate 
image, to make direct sales or to reinforce their public relations activities (Hill and White, 2000: 31). However, there 
should be a difference between a web site that aims for promotional purpose and a web site that aims for sales purpose, 
in terms of design and content (Türk and Güven, 2007: 56-57). In the case of establishment of public relations driven 
corporate web pages, the goal is to make the visitors stay on the web page for a certain period of time, have a good time 
while surfing the site, interact with the corporation and make this process continuous.   When a web site is created 
according to these needs, it can be stated that an effective communication with the target audience can be maintained via 
corporate web site (AlikÕlÕç, 2011: 63).  
The decision to be on cyber space and a creation of a web site should be managed professionally by the public 
relations experts. Accordingly, when corporations create web sites, they should try to make a positive perception by 
minding some of the basic principles (SayÕmer, 2008: 90). These principles can be summarized as follows (Falk, 2000: 
37-40; Er, 2011: 90-91;YÕlmaz, 2011: 141; Theaker, 2006: 371; Güçdemir, 2010: 61-62); 
 A web site should be genuine and easily accessible.  
 The design of the pages should match the content and the purpose.  
 All the links that are present on the web page should be accessible. In other words, there should be no dead 
links on the pages, because badly designed links might strike a negative impression for the user.  
 The directional keys should be designed effectively and these keys should     guide the users in a correct 
manner.  
 Information should both be read easily and conveyed appropriately, with logic alignment. When read from left 
to right, the information which needs to be conveyed as priority should be located on the left side of the 
screen.  
 Information should be presented as fast as possible on the screen. Because, this is the first time the user and 
the corporation meet and the web site should fully opened in 8 seconds.  
 Should the user need more information, he/she should access these easily and inbound questions, requests 
and expectations should be answered in an absolute manner.  
 Color schemes used on the page are highly important. Because they possess the characteristic to congest the 
time of the users, along with representing the corporation. It is important to prefer standard colour patterns that 
suit the computer best. When the format which the colours enable is taken into account, there shouldn’t be a 
one-dimensional tameness on the screen.  
 All graphic and design works that are prepared should be understandable by the target audience. Generally, 
the users abandon the web sites which they find to have complex interfaces and prefer another web site that 
has a similar content. This affects the utility of some web pages in a negative way.  
 An aesthetic and functional integrity should be presented between all the elements which are comprised on 
the design of the web page. Sites that have deranged designs and are unattractive, are not favoured by the 
target audiences.  
 In terms of making an impact, sound and effects make a web site more effectual.  
 Latest developments regarding the space should be regularly followed and the web sites need to be updated 
in certain intervals. There can be no success stories for the web sites that are not updated.  
 Web site should be secure and should convey necessary security information. Since the users need to be 
certain that the information they enter on the forms or the credit card numbers will not be shared with others, 
the web site should include links such as privacy policy, security policy and security certification. 
 In order to increase the visit times, interactive time spending times, there should be some elements are 
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encouraging on the site, such as awards, games (like advergame) wallpapers, puzzles, competitions, etc.  
 There should be a ‘what’s new’ section in order for the users to find new additions and access them directly.  
 For those individuals who wish to contact with the corporation, telephone, address and fax details should be 
included.  
Users who surf on the web sites are engaged in more lively activities than the ordinary people of today. When this 
reality is looked upon from the perspectives of the corporations, the corporation which possess an ordinary web site is not 
deemed as ‘a corporation that exist in digital medium’. It is not sufficient enough for a corporation to create a web site and 
garnish it with attractive animations and thus, to attract Internet users. When we look at most corporate web sites, we see 
that they have good designs and possess attractive features such as colour, animation and photography. This is the main 
point which the public relations experts lose their bearings. The user, who has visited a corporate web site, in fact has 
found the site via search or has entered the site in hopes of finding information which he/she is curious about. However, 
when the Internet user cannot access this information or is bored due to slow web site and become distracted (Özkaya, 
2010: 459), he/she abandons the site all together and never comes back.   Therefore, the corporations should give the 
users a purpose to gain information, re-visit the site in the future, suggest the site to others, interact with each other and 
they should concentrate in this regard and make programs (AlikÕlÕç, 2011: 65-66). In other words, in order to communicate 
with the target audience, they should motivate their target groups with regard to continuous web sites visits.  
Halligan and Shah (2010: 12-13) have given their suggestions by drawing a successful analogy in creation of an 
active and successful web site. They have compared New York, which is a metropolis and has become a world city, has 
three airports, a large intercity bus garage and a metro connections with wide networks and two big train stations that 
connect the city to all other countries, with Massaschussets state’s Wellesbey city that has only a highway within city 
limits and they have identified both of them with corporate web sites. Whilst talking about the circulation network of the 
city, the highways, planes, trains, busses are in fact search engines which has to other sites and not only they lead the 
traffic, but they also transfer passengers. For this reason, it is important for the corporations to decide between these two 
given cities and to choose the network of either city, in order to create a successful corporate web site. In addition to 
these, the public relations experts need to include understandable, creative, interesting, current and valuable content, in 
order to be attractive for the Internet users and they need to enable the partition and involvement of those contents, when 
they create the representative or even the showcase of the corporate image and brand value on the web (YÕlmaz, 2011: 
140). Moreover, there is the topic of different perception choices of target audience in regards to given contents. While 
some of them prefer reading, some will value visual content more. Thus, there needs to be appropriate image, audio or 
video content developed and the same content should be distributed to different groups with different formats (Güçdemir, 
2010: 63). In this way, with their developed web site strategies, the corporations should enable continuous interaction and 
develop rich content that will attract the attention of the users, entertain them and more importantly, that will secure the 
continuity of these, in order to hold visitors in long term (Scott, 2009: 122). 
 
2.2 Features That Need to Be Included in a Corporate Web Site  
 
While the web sites, for the corporations, are tools that reduce the uncertainty, enable the communication with target 
audience and supervision of relations, for target audiences, there are tools that enable them to recognize and to 
understand the corporation in a better way. Therefore, web sites help corporations to conduct their public relations duties 
efficiently by enabling the publication of topics such as media relations, investor relations, human resources/career, 
institutive social responsibility, along with knowledge regarding the consumers and corporate knowledge. All these topics 
constitute the basic topics which the corporations need to include on their web pages.  
In media relations, which is one of the topics included in the web sites, such knowledge like press releases, archive 
and photograph are included, which can be used in news creation process. Under investor relations, financial analysis, 
statistics, stock knowledge and annual reports for the investors, can be found which directly targets the investor group. 
Under human resources or career topic, there will be knowledge regarding online job applications intended at potential 
employees, corporate employment conditions and internship possibilities are included. Another topic, which is corporate 
social responsibility, includes the social responsibility attitude of the company and the social investment oriented activities 
are introduced. And the knowledge that is aimed at the consumers that visit the web site contain knowledge regarding the 
product, brands and services (images, graphics, campaigns, ‘what's knew’ sections, etc.). The history of the corporation, 
its vision and mission, activity areas, its insigne/logo, contact knowledge (address, telephone, fax, etc.) employee list, 
messages from the administration, directors and partners, if any, will be under the corporate section and this section is 
specifically designed as to be an   promotional section for the general public for the corporation. (Robbins and Stylianou, 
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2002: 207; SayÕmer, 2006: 169-170; Yurdakul, 2006: 209-210; YÕlmaz, 2011: 140).  
Today, as the most powerful tool with regard to self-promotion of the corporation, the other features that need to be 
included on the corporate web sites are: site map registration form, online survey form, contact form, PR contact name, 
his/her e-mail address, phone and fax number, chat rooms, site update time, online order/purchase form, frequently 
asked questions, number of visitors for the site, newsgroups, links for relevant web sites, links to social networks that 
belong to the corporation, etc. (SayÕmer, 2006: 163-164). Therefore public relations will be able to provide knowledge to 
news corporations, make contact with all target audiences, gain knowledge about different target groups, establish a 
status symbol for the corporation, make online sales, reach international markets, reach many people who are surfing the 
net and to perform other public relations tasks through the web site that has the abovementioned features (Türk and 
Güven, 2007: 55). If the corporations, that wish to perform public relations activities on virtual platform, consider the 
abovementioned features when creating web sites, they will be rewarded with a sustainable competitive advantage. As is 
seen, due to combination of different contents in an integrated platform, public relations on the Internet require a strategic 
and attentive planning.  
 
3. The Importance of Knowledge Management Process in Establishment of Corporate Web Sites as Public 
Relations Tools  
 
In today’s constantly globalizing world, both constant and swift alteration and uncertainty and economic, social, political 
and technological alteration and development make it hard for the organizations to stand tall in this fierce competitive 
environment. In such an environment, the success rate for the corporations to reach their targets and to seize on their 
intended successes will depend on their ability to manage the knowledge. Because, knowledge has become the most 
important production factor in today’s world (Çetinkaya, 2012: 157). For this reason, this age is referred as knowledge 
age, the society is referred as knowledge society and the individuals are referred as knowledge employees. In such a 
period, it will not be a mistake to see the knowledge management as the most important element of the corporate 
management (Selvi, 2012: 202-203). 
In the new society, which the new economy has given birth to, factors such as the capacity to access knowledge, 
the opportunity and the ability to adhere to knowledge and the ability to benefit from the knowledge, will determine the 
socio-economic positions of individuals and corporations (Clarke, 2001: 189). In such an economic and social structure 
where the knowledge plays a central role, the corporations that exist in this structure will only survive if they are 
successful in determination and evaluation of knowledge sources, production of organizational knowledge, procurement 
and development of knowledge, sharing and usage of knowledge. Therefore, the corporations need to manage their 
knowledge efficiently.  
 
3.1 Knowledge and Knowledge Management  
 
In today’s business world, the speed of alteration is gradually increasing and this makes it essential to learn and to gain 
knowledge. Knowledge is information that is organized in a personalized way. It is integrated with previous knowledge 
which has been obtained by learning and experience. In other words, knowledge is the enriched state of information 
through comment, analysis and context. Information, on the other hand, is the state of associated, organized and process 
data. Just like the way information is created from data, knowledge is created from information. The information flow 
between the people enables the creation of knowledge. If gained information carries a value, it is integrated with the fund 
of knowledge of the person who gains it and is added to the knowledge storage. If it does not carry any value, it is 
rejected and erased (Barutçugil, 2002: 58).  
Knowledge shows itself in routine works, processes, applications and norms in the corporations, not only in 
documents or folders (Davenport and Prusak, 2001: 27). In order to survive and to maintain their competitive edges, the 
corporations need to manage their knowledge efficiently. In this context, the organizations that are able to manage their 
corporate knowledge in a certain system not only reach their goals easily, but also achieve the opportunity to compete 
and resist the competition in this constantly developing world. The corporations which comprehend the importance of 
knowledge and develop and use these, can see that these short term steps are returned to them as added values. For 
this reason, many corporations that desire to improve their organizational performances make an effort to produce, to 
share and to use their corporate knowledge sufficiently. In exchange for this effort, the corporations transform into more 
productive and procreative organizations and they are able to implement structural changes that satisfy their employees 
and the individuals who they provide services to (Odabaú, 2003: 367). 
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For the corporation, knowledge management is a system that paves the way for acquisition, storage and sharing of 
knowledge. It is possible to reach different goals regarding the usage of a knowledge management system in a 
corporation. These can be listed as: measurement, establishment of a synergy between faster work processes and 
employees, revealing hidden accumulations and knowledge for the benefit of organizational performance and increasing 
the intellectual capital of the corporation (YalçÕn and Ene, 2008: 245). Intellectual capital is a concept which is comprised 
of correlative interaction of three components: basic human capital (the sum of knowledge, ability and behaviour of 
employees), structural capital (the sum of tools, means and processes that the corporation possess) and customer capital 
(the value that is attributed to the relationship between the customers and the company) (Göksel and Baytekin, 2008: 81). 
Generally, the knowledge management expresses an organization process that possesses a perspective which 
aims an efficient usage of the information for the targets of the organization and an organization process which 
possesses efforts with regard to this perspective. According to another description, knowledge management is the act 
performed by the organization, to classify, analyse, interpret and include the data which the organization have or acquired 
externally, to the organization processes. According to Zaim (2005: 80), knowledge management is the development of a 
conscious and systematic strategy that enables to share and to organize the correct knowledge, at the right time, with the 
right people.  
In order to understand knowledge management, it is required to analyse the basic steps and the basic acts in the 
application. Here, four basic steps, like conceptualizing, reflection, action planning and inspection, are discussed 
(Barutçugil, 2002: 71). 
 Conceptualizing: To perform an investigation and classification study, in order to find which knowledge assets 
a corporation has. To investigate where the knowledge assets are located, in what form they are discovered, 
how accessible they are and their benefits.  
 Reflection: To analyse to see what kind of a benefit can knowledge bring to the corporation. To analyse the 
opportunities of using knowledge assets, to determine the usage impact.  
 Action Planning: To determine the necessary acts in order to obtain more added value. To resolve the way 
that the practices will be planned, started and followed in order to use knowledge assets. To integrate 
knowledge existence with relevant activities.  
 Inspection: To evaluate the knowledge usage in order to provide added value. To determine if the knowledge 
existence provides the added value and to resolve the means to store for repetitive usage. To evaluate if the 
usage creates new opportunities.  
 
3.2 Knowledge Management Process   
 
Knowledge represents a dynamic process, not a static entity. Many corporations across the globe, having many different 
characteristics, have recognized the importance of knowledge as the source and the importance of knowledge 
management as the process itself. Discussion of knowledge management as a corporation process is an approach which 
has been widely accepted since 1990s. This can be also expressed as a process in which the corporations establish their 
own corporate and collective knowledge. In this context, it can be said that the knowledge management is an applicable 
and extensive process for many different organizations, from private sector to public sector, from universities to military 
institutions.  
Filius et al. (2000: 287-288), have stated that basic activities, such as adoption (procurement and development), 
internalization (storage and protection), sharing (transfer and generalization) and usage (application, evaluation) of 
knowledge, are virtually contained in the knowledge management processes of all organizations, if not by name. As for 
Wiig (1997: 6-14), knowledge management processes are expressed as collection of knowledge from various sources, 
procreation, transformation to different knowledge, dissemination within the corporation and operation of knowledge and 
finally valuing its significance. And Malhotra (2003: 68). has determined six steps, in order to benefit from the knowledge 
management process as much as possible. These are, being conscious of knowledge, determining the purpose of 
knowledge, application, dissemination, development and storage. Karakaú and YaralÕ (2004: 551) state that the 
knowledge management process is comprised of various steps, such as knowledge gain, storage of knowledge, 
dissemination of knowledge, interpretation and application of knowledge.  
There are three basic forces which support the consecutive phases of knowledge management process and 
enable these phases to materialize successfully or fail them. These are technology, processes and culture (Barutçugil, 
2002: 71; ùencan, 2013: 27); 
 Technology: It is a platform that compiles, cultivates, publishes all information of customers, employees and 
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corporation - so that it also includes the sub structure of communication and information processing center. It 
represents Internet, intranet, multimedia tools and technology. The importance of technology is that it enables 
everyone to access information 24 hours a day, 365 days a year, from anywhere.  
 Processes: They are standards, reporting systems, decision making and problem solving processes, 
performance evaluation and awarding systems that support the corporation culture and provide its adaptation 
to other work systems.  
 Culture: The context of attitude and behaviour patterns, beliefs and values system, management styles, 
folkways, the vision of the corporation and its long term goals should be reflected in terms of culture.  
Knowledge management owes its development (in terms of instrumental), mostly to information technologies. 
Many organizations have recognized the necessity of knowledge management in application and along with swift 
developments in the communication and information technologies, the sensibility of these organizations to knowledge 
management studies have increased.  
 
3.3 Corporate Web Sites as a Public Relations Tool, in the Context of Knowledge Management Process  
 
The Web is a knowledge platform that provides various kinds of services that make life easier (ùencan, 2013: 100). Since 
the first step of establishing good relations with target audience and developing them, is to provide them knowledge, it is 
important to emphasize the importance of the web, in the context of public relations.  
The environments, in which the knowledge exists intensely today, are the Internet and the web sites which are 
integral parts of the Internet (Uçak and Çakmak, 2009: 279). With their knowledge transfer and sharing functions, the 
active usage of the web sites, which are one of the most effective tools that enable communication between corporations 
and target audience and provide virtual presentations, by the target audience, provides an important role in determining 
the activity of public relations (FÕrlar, 2010: 154). Particularly today, the corporations make great efforts, in terms of time 
and cost, to establish a positive image. For this reason, corporate web sites are one of the most important image creation 
tools of the corporation in 21. century (Güçdemir, 2010: 61).  
For those corporations who create a web site and desire to perform public relations in the virtual environment; it is 
important for them to establish a system where they can efficiently use inner and outer corporation knowledge, the 
interaction among the target audience and knowledge flow with the corporation, in order to be successful. In this context, 
the knowledge management system that is to be developed requires an interactive management of three important 
phases between the corporation and target audience in the web environment: “knowledge dissemination”, “knowledge 
acquisition” and “knowledge sharing” (Nah et al., 2002: 127). 
  
3.3.1 Dissemination of Knowledge 
 
Knowledge is acquired from the internal activities that are in organizational level or form external sources that have 
communications with the business structure. Companies transform the necessary information to knowledge when they 
require, using the relations with inner and external environments. (Selvi, 2012: 204).  
Dissemination of knowledge is expressed as a process in which the information gathered from different sources is 
shared. To enable the distribution of knowledge from the corporation web site to the target audience, the web site should 
be configured according to the topics below:     
 Different language option 
 Site map 
 In-site search function 
 Update date of the site 
 Link connection 
 Media relations (press room) 
 Corporate knowledge 
 Knowledge regarding investors  
 Knowledge regarding consumers  
 Knowledge regarding the corporate social responsibility studies 
 Knowledge regarding human resources  
 Privacy knowledge  
 Security knowledge  
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3.3.2 Knowledge Acquisition  
 
To monitor and to gain knowledge of the impressions and experiences of target audience on the web site constantly, 
there should be a substructure of the web site with regards to some topics:  
 Registration  (i.e. registration information and password) 
 Online order / purchase form  
 Contact form (contact us; to obtain online user complaints, suggestions, questions, comments and satisfaction 
dispatches)  
 Online survey form  
 
3.3.3 Knowledge Sharing   
 
For the continuity of the companies, it is crucial to know the time of knowledge sharing, which knowledge is being shared, 
why and to what extent. Since possession of knowledge means possession of prerogative power, it can be said that 
sharing this power could induce power loss or gain (Selvi, 2012: 205).  
The knowledge flow between the target groups and the corporation and the flow among the target groups is 
relatively important, in terms of the efficiency of public relations studies that are practiced on Internet environment. 
Instantly replying to written messages or replying via e-mail afterwards is an important indicator as to how the target 
audience is valued and an indicator of service aspiration and speed. And this will increase the satisfaction and confidence 
of the target group.  
 Visitor count of the web site  
 Service hotline 
 Chat room 
 Frequently asked questions  
 E-mail link  
 Forum and newsgroups (newsgroups are Internet discussion forums where the user groups that have fields of 
interest talk about many topics, ranging from technology to politics). 
 PR contact (the contact person name, his/her e-mail address, telephone and fax number is rather a necessity 
for the press)  
 Corporate blog 
 Job application form 
 Fun ( i.e. advergame, awards, music) 
 Links to social networks belonging to the corporation (ie. Facebook, Twitter, Linkedin, Flickr) 
 
4. Analysis of Corporate Web Sites as Public Relations Tool, in the Context of Knowledge Management System  
 
4.1 Purpose of the Study 
 
The corporations, who desire to create a web site and perform successful public relations activities on the web, need to 
establish a system where they can effectively use the knowledge inside and outside of the corporation, the interaction 
between themselves and the target audience and knowledge flow within the corporation. In this context, a knowledge 
management system that has been established, require an interactive management of three important phases – called 
“dissemination of knowledge”, “knowledge acquisition”, “knowledge sharing” – between the corporation and target 
audience on the web environment. The application of the knowledge management system, which includes the 
aforementioned three phases, will both enable the corporation to have constant interaction with the target audience and 
to acquire rapid feedback (YalçÕn and Ene, 2008: 246). In the study which has been prepared with these objectives, the 
virtual public relations activities of the most popular 20 companies of 2012 in Turkey, which they have performed via their 
corporate websites, will be studied in detail in terms of knowledge management process. Thus, it is aimed to instruct the 
corporations in relation to efficient management of constant knowledge flow, from both inside and outside of the 
corporation, in order for the corporations to be differentiated from their competitors in front of their target audience and to 
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4.2 Method of the Study 
 
In order to reach the goal of the study, the virtual public relations activities of the most popular 20 companies of 2012 in 
Turkey, which they have performed via their corporate websites, have been reviewed in terms of knowledge management 
process, by using inventional study model. The modelling of web analysis that is related to the study, is based on the 
studies of Nah et al. (2002) and SayÕmer (2006) and a new model has been configured by expanding these studies. 
Afterwards, the virtual public relations activities of the corporations are analysed by using content analysis, in terms of 
three phases (“dissemination of knowledge”, “knowledge acquisition”, “knowledge sharing”) that make up the knowledge 
management process on the web.  
Content analysis is a study technique that enables the communication content to be performed systematically, 
generally within the scope of predetermined classifications (categories). The most important reason of its popular usage 
is that the knowledge with rich content is revealed by means of standard labels (AltunÕúÕk et al., 2001: 226). Content can 
be all kinds of content,  both textual; like the articles in the newspapers and visual; auditory, like TV and radio shows, 
movies and documentaries, group discussions, musical recordings, advertisements, video games and web sites 
(Kurtuluú, 2010: 51; Geray, 2011: 151; Bilgin, 2006: vii; Aziz, 2011: 135). Nevertheless, content analysis is a convenient 
tool for many descriptive and descriptive studies. Moreover, content analysis can be performed qualitatively and 
quantitatively and in the manner that it includes the mixture of both methods (Erdo÷an, 1998: 81; AltunÕúÕk et al., 2001: 
223-224). 
The emergence of content analysis notion in the communication studies goes back a long way. In 1910, Max 
Weber, a popular sociologist, suggested to use this technique in order to determine how much the newspapers 
concentrate on social and political events. Weber’s suggestion can be the start of “making a current issue”, due to the fact 
that it tried to answer the question of what the newspapers put on the headlines (Gunter, 2002: 220-221). Therefore, 
content analysis has emerged, among social science study techniques, as a technique which has been used oriented at 
the content in mass media tools and later, contents, such as individual (psychological) and corporative (i.e. Education 
fields), have started to use this technique (Geray, 2011: 151). With this purpose in mind, this study has researched the 
virtual public relations activities of corporations by performing content analysis, in the context of knowledge management 
processes on the web environment.  
 
4.3 Sample of the Study 
  
For this study, it has been decided to consider the analysis sample of 2012 results of monthly business and economics 
magazine Capital’s study, which focuses on most popular companies of Turkey by conducting a survey with 1555 
managers. In this study, which is limited with the 2012’s most popular 20 companies in Turkey, aforesaid companies 
represent different sectors and are among the biggest companies in Turkey, in terms of turnover and profitability. These 
companies are, respectively, as follows: Turkcell, Garanti BankasÕ, Coca-Cola, Arçelik, Koç Holding, Unilever, Türkiye øú 
BankasÕ, Procter & Gamble, EczacÕbaúÕ Group, Turkish Airlines, Do÷uú Group, Microsoft, SabancÕ Holding, Borusan 
Holding,  Ülker, Tüpraú, Mercedes Benz Türk, Vodafone, Akbank, BSH (BayÕksel and FÕrat, 2012). 
It will be presented how these companies, which are among the most successful companies in Turkey in terms of 
turnover and profitability, have managed to reach this level of success in interactive management of virtual public 
relations activities, performed via their web sites. 
 
4.4 Content Analysis of Corporate Web Sites  
 
In order to perform content analysis in the context of this study, Turkish web sites of the companies, which were listed 
under the Google search engine, performed between June 1st- 20th 2013, were found. Afterwards, the corporate web 
sites of 2012’s most popular 20 companies in Turkey were analysed in terms of specific features related to knowledge 
management phases and these findings are shown by putting an “X” mark across the web sites that possess these 
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Turkcell X X X X X X X X X X X X 
Garanti BankasÕ X X X X X X X X X X X X 
Caca-Cola Turkey X X  X  
Arçelik X X X X X X X X X X X X 
Koç Holding X X X X X X X X X X X X  
Unilever Turkey X X X X X X X X X X X  
Türkiye øú BankasÕ X X X X X X X X X X X 
Procter&Gamble Turkey X X X X X X  
EczacÕbaúÕ Group X X X X X X X X X   
Turkish Air Lines X X X X X X X X X  
Do÷uú Group X X X X X X X X X X   
Microsoft Turkey X X X X X X X  X X 
SabancÕ Holding X X X X X X X X  
Borusan Holding X X X X X X X X   
Ülker X X X X X X X X X X X  
Tüpraú X X X X X X X X X X   
Mercedes Benz Türk X X X X X X X  
Vodafone Turkey X X X X X X X X  
Akbank X X X X X X X X X  X 
BSH X X X X X X X   
TOTAL 13 15 17 3 15 15 19 15 18 17 18 14 6 
Percentage Rate 65 75 85 15 75 75 95 75 90 85 90 70 30 
 









































Turkcell X X X
Garanti BankasÕ X X
Caca-Cola Turkey
Arçelik X X X
Koç Holding X
Unilever Turkey X
Türkiye øú BankasÕ X X
Procter&Gamble X
EczacÕbaúÕ Group X X
Turkish Airlines X X X
Do÷uú Group X





Mercedes Benz Türk X
Vodafone Turkey X X
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TOTAL 10 4 19 0
Percentage rate 50 20 95 0
 



























































































Turcell X X X X X  X 
Garanti BankasÕ X X X  X 
Caca-Cola Turkey X X 
Arçelik X X X X X X 
Koç Holding X  X 
Unilever Turkey X X X  X 
Türkiye øú BankasÕ X X X  X 
Procter&Gamble 
Turkey  X  X     X   
EczacÕbaúÕ Group X X  X 
Turkish Airlines X X X  X 
Do÷uú Group X   
Microsoft Turkey X X X X X  X 
SabancÕ Holding X  X 
Borusan Holding X X  X 
Ülker X X X  X 
Tüpraú X X X   
Mercedes Benz Türk X X X X X 
Vodafone Turkey X X X X  X 
Akbank X X X  X 
BSH X   
TOTAL 0 10 2 12 5 1 1 3 19 3 16 
Percentage Rate 0 50 10 60 25 5 5 15 95 15 80 
 
4.5 Findings of the Study 
 
In this study, virtual public relations activities, which were examined by the means of their corporate web sites, of 2012’s 
most popular 20 companies in Turkey, were analysed in terms of knowledge management phases, as seen in Table 1, 
Table 2 and Table 3, by using content analysis. Relevant results regarding the dissemination of knowledge from the 
corporations’ web sites are as follows:  
As seen in Table 1, 95% of the 20 companies include corporate  knowledge, 90% of them include  knowledge 
regarding consumers and human resources, 85% include in-site search function on their web sites and  knowledge 
regarding corporate social responsibility, 75% of them include site map, link connection, media relations and knowledge 
regarding investors, 70% include privacy  knowledge, 65% include various language options, 30% of them include 
security  knowledge  and 15% include site update knowledge.  
Relevant results regarding the Corporations’ knowledge acquisition via their web sites are as follows:    
As seen in Table 2, 95% of the 20 companies include contact forms, 50% include registration, 20% include online 
order/purchase form on their web sites. Survey form is found on none of the web pages of the companies studied.  
And relevant results regarding the corporations’ knowledge sharing is as follows:  
As seen in Table 3, 95% of the 20 companies include job application form, 80% include links to social networks 
belonging to the corporations (Facebook, Twitter, Linkedin, Flickr, etc.), 60% include frequently asked questions, 50% 
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include service hotline, 25% include e-mail links, 15% include corporate blog and fun, 10% include chat rooms and 5% 
include forum and chat rooms and PR contact on their web sites. Visitor count knowledge is found on none of the 
company web sites.  
 
5. Conclusion and Assessment 
 
In the Internet environment, public relations increase the recognition of corporations and contribute positively to the 
corporation image. Therefore, the Internet, with its flexible structure, interaction environment it provides and diversity, 
present big opportunities for public relations. Herein, it is important for the public relations to apprehend the Internet with 
its dimension to communicate and to use this environment in the most effective way. In this regard, public relations 
pragmatists show interest to Internet environment and particularly to the web sites in recent years.  
Corporate web sites provide opportunities, such as faster and easier dissemination of company knowledge, the 
ability to make research regarding the target audience, publication of corporate bulletin and means to act as a public 
relations tool with all these features (SayÕmer, 2006: 164). Besides, making a connection with target audience through a 
corporate web site will help to align the corporate policies and public requests and expectations. Moreover, the target 
audience who are informed through the web sites will feel like a partner of the corporation due to this interactive 
environment. Consequently, public relations pragmatists will have to establish and develop web sites that put the spotlight 
on the corporation, enable a two-way communication with target audience and increase the awareness on target 
audience. However, the important factor here is to provide knowledge to the target audiences and to develop strategies 
that will improve the relations with them.  
In this study, where the knowledge management structures of these sites’ overviews are presented and based 
upon the virtual public relations applications of 2012’s most popular 20 companies in Turkey, in order for the 
abovementioned corporations to recognize their positive and negative aspects, along with differentiating themselves from 
the competitors in front of their target audience and to gain efficient results in their public relations activities, it is intended  
to guide the corporations in terms of constant knowledge coming from inside and outside of the corporation. When 
compared in terms of dissemination of knowledge, knowledge acquisition and knowledge sharing, it is seen that 20 
companies, which are analysed in the context of the study, place less emphasis on applications regarding the knowledge 
sharing and more emphasis on applications regarding dissemination of knowledge and knowledge acquisition. Therefore, 
it can be said that those corporations which desire to be more successful in public relations activities, need to place more 
emphasis on applications that are related to knowledge sharing on their web sites.  
As a continuation of this study, corporate web sites, as public relations tools for the companies that exist on certain 
sectors, can be analysed with content analysis in terms of knowledge management process. Thus, it will be possible to 
specify in which sector the corporate websites, as a means of public relations, create more interaction with the target 
audience in terms of “dissemination of knowledge”, “knowledge acquisition” and “knowledge sharing”, which constitute 
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